‘Watch Your Sound Presentations,” Warns Chatkin 
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PUBLIX BOOKS “WOLF OF 


iS a Special tribute to “Paramount’s Greatest Year,” the 
olf of Wall Street,” the first of Paramount’s new all- 
ing pictures starring George Bancroft and Baclanova, will 
be shown simultaneously, day and date,:in every first-run 
The date 


blix theatre throughout the entire circuit. 
cided upon is February 9. 
This is the first time in the; > 
history of Publix that a con-| 
erted showing of the same 
ure will be effected and it 
an eloquent commentary 
upon the enthusiasm felt by 
all Publix in Paramount’s new 
rogram generally, and “The 
Wolf of Wall Street” partic- 
t is the consensus of opin- 
among all Paramount and 
lix heads that a more aus- 
ous picture could not possi- 
be chosen to usher in the 
era of entertainment. It 
earned the unqualified 
se of all who have pre- 
viewed it. 
“The Wolf of Wall Street’ 
nds out as the sure-fire box- 
picture,” Mr. Sam Dembow, 
recently wired from the Coast, 
d I want to predict that, out- 
e of the Jolson picture, it will 
S more money than any talking 
cture released to date. Bancroft 
d Baclanova give a performance 
like of which I have never seen 
heard from the screen and “I’d 


TOLEDO OPENING 
CHANGED; ONE 
WEEK LATER 


Due to the inability of cer- 
tain manufactured materials 
to be completed in time, the 
opening date of the TOLEDO- 
PARAMOUNT THEATRE 
has been changed to Febru- 
ary 16. 

Please guide yourself ac- 
cordingly in the radio salute 
asked for by Mr. Chatkin. 
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MR. KATZ 
PLEDGES 
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atter all previous records.” 
Wall Street has been consistently 
on the nation’s front pages for the 
ast year, perhaps more than in 
other period of American his- 
More people are engaged in 
g the stock market now than 
before; Main: Street is Wall 
reet today. Paramount, always 
rt to build its stories around 
iliar topies, is the first motion 
ire concern to capitalize on this 
rest in producing a picture 
a Wall Street background. 
S$ picture gets behind the 
ed windows of Wall Street. 
Vall Street,” a lane of fortune 
1 misfortune, mystery, secrecy, 
er and riches, is a phrase used 
7 everyone and has a universal 
appeal heaped with drama. Thea- 
tre managers and publicity men 
Id do well to emphasize these 
ints in selling this picture. 
_ Another good selling point is the 
ve interest. Aside from money, 
| other interest plays so impor- 
it a role in the lives of most 
man beings as love. In this pic- 
ure, Baclanova gives a perform- 
ce that surpasses even the most 
mous sereen vampires. 
croft, in the role of a ruthless stock 
broker, deliberately loses his for- 
tune to keep Baclanova, his wife, 
and her lover—his partner—from 
getting it. That is the meat of the 


ice, and it is sure to mean 
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FIRE 
LOSS 


The following telegram 
sent from. Chicago by .Presi- 
dent Sam Katz to Vice-Pres 
ident Sam Dembow, Jr., was 
received before Mr. Kent had 
even sent the telegram pub- 
lished in an adjoining column 
of this issue. 

PLEASE NOTIFY ALL DE- 
PARTMENT HEADS THAT 
PARAMOUNT'S STUDIO FIRE 
MEANS THAT WE IN PUB- 
LIX MUST BE PREPARED 
TO INSTANTLY RENDER 
EVERY POSSIBLE KIND OF 
AID IN HELPING THE FILM 
PRODUCING AND DISTRIB- 
UTING DEPARTMENTS 
HOLD THE LEADERSHIP 


AeeE AUN EOL ENACU NOTED ETY 


LEND TO 
ENCOURAGEMENT WE OR 
THEY GAN CONCEIVE. >> 


for those theatres for- QUESTIONABLY ONE 

gh to show it THE GREATEST. HELPS 
‘and Bacl ’ | WILL BE FOR US TO ECON- 
ee a are. Sup: OMIZE IN OPERATING - 


STS AS NEVER BEFORE 
AND TO ACHIEVE GROSSES 
FOR PARAMOUNT PICTURES 
THAT WILL GIVE THEM THE 
ADDED PROFITS NEEDED 
TO MEET THEIR NEW 


ENCY. 
> amie SAM KATZ. 


exceptional cast which 
Carrol, Paul Lucas, 
Brandon Hurst, 

and Crawford 
V. Lee directed the 
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Publix Theatres Corporation, Paramount Building, New York, Week of January 19th, 1929 


IRST PARAMOUNT-PUBLIX DRIVE 


STUDIO 

FIRE IS 
TEST FOR 
PUBLIX 
POWER 


Despite the enormous set- 
back caused by the fire which 
destroyed the new four-section 
sound-proof stage in the Para- 
mount studio at. Hollywood, 
every picture scheduled for 
spring release plus the product 
for the fall with no diminish- 
ing in quality will be deliv- 
ered, Messrs. Lasky, Schul- 
berg, Kaufman and Kent sol- 
emnly pledged at a meeting 
held the morning after the 
fire. ; 

This stirring message was 
contained in a telegram sent 
by Mr. Kent to the Home 
Office, assuring the distribu- 
tion department that, by vir- 
tue of the great sacrifices and 
almost superhuman efforts on 
the part of ‘every one, from 
Mr. Lasky all the way down 
the line, scheduled deliveries 
would be made on time. 

“Tt is another challenge 
to Paramount,” Mr. Kent 
wires. “Lasky has ac- 
cepted it for Paramount 
and I have accepted it for 
every member of our de- 
partment and I know that 

Sam Katz will be glad to 

accept his share of it for 

Publix.” 


‘|}earned public confidence. 


Make Sure Your 


Staff Reads ALL of 
Publix Opinion 


— 
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No. 43 


SURVEY SHOWS LAXITY IN 
PRESENTING SOUND EFFECTS 


A notice has been sent to all department heads, division 
and district managers, by. David J. Chatkin, General Director 
of Theatre Management, calling attention to the laxity which, 
after a survey of, the various houses in the circuit, was found 


to prevail in a good many ins 


NEW THEATRE 
LAUDED BY 
MR. KATZ 


The bright lights of Broadway 
as the street symbol of New York 
may no longer be visualized as of 
old. Instead, when you think of 
Broadway, think of it in terms, for 
instance, of Brooklyn, and possibly 
every other important borough in 
Greater New York. 


Sam Katz, president of Publix 
Theatres Corporation, in pointing 
out the phenomenal success of the 
newest de luxe Publix theatre, the 
Brooklyn-Paramount, which opened 
less than two months ago, at Flat- 
bush and DeKalb Aves., is the au- 
thority for the analysis. In point- 
ing to the numerous “white light” 
districts which vie with Broadway, 
the case of the Brooklyn-Para- 
mount is particularly’ illuminating. 

“We have more than fulfilled our 
most optimistic hopes for the 
Brooklyn-Paramount Theatre,” de- 
clared Mr. Katz. “Brooklyn has 
placed its approval upon the the- 
atre as an institution and upon 
Publix as an organization that has 
In addi- 
tion, it has taken Paul Ash to its 
heart even more affectionately than 
he was held for three years in Chi- 


That every one in Publix|cago. I attribute a great measure 


(Continued on page 3) 


(Continued on page 3) 


During the coming year, PUBLIX OPINION 


will attempt to 
QUAINTED NUMBER” 


eating each to a separate Publix division. 


issue a 


“LET’S GET AC- 
every few months, dedi- 
The 


suggestion comes from Sam Dembow, Jr., Vice- 
President of Publix, and is warmly endorsed by 


everyone in Publix. 


The newspaper will be edited from the head- 


quarters-city of each division. 


Furthermore, it 


will be the work of the men in that division. 


In these issues, all other news will be subordi- 
nated by publication on several inside special 


insert-pages. 


tances in the presentation of 
sound programs. 


“When we installed sound equip- 
ment in ou? houses,” Mr. Chatkin 
said, “we pointed out the necessity 
for someone in the theatre 
ing constantly charged with watch- 
ing each and every show so that 
the volume ‘would at all times be 
perfect, and that we would at no 


time allow sound effects to drive 


people from our theatres and make 
them sick of singing and talking 
pictures. We felt that there would 
be no surer way of turning the old 
steady patroiage away from our 
theatres than to have them listen 
to a terrible performance of sound 
pictures. 

“Time and again we have cau- 
tioned each and every manager op- 
erating a sound theatre of the im- 
portance of this particular phase of 
his operation. The time has now 
come when we cannot take any 
more chances with carelessness. 
Our investment is too heavy and 
our properties too valuable to have 
sound mistreated. 


“We have the very finest equip- 
ment that money will buy in every. 
one of our-theatres. There is no 
excuse for it not being in perfect . 
order as this can quickly be ad- 
justed. We have the right to de- 
mand a perfect performance as the 
public is entitled to same—and we 
mean to give it to them if it is 
humanly passible. 

“We have been making a survey 
in our various houses all over the 
country and it is with much regret 
that. we have to report a great lax- 
ity on the part of a number of your 
managers: in the presentation of 
sound in their theatres. In some 
instances no two shows are alike. 
In other instances, the subject is 
run entirely too low er loud enough 
to drive everybody out of the the- 
atre. A difference of opinion exists 
among some managers as to just 
what is the right volume, and the 
result is they are generally pleas; 
ing themselves. They do not take 
the trouble to sit down during the 
show in various parts of their the- 
atre and get the audience reaction 
as to whether it is too soft or too 
loud. Therefore, suggest that you 
again bring this to the attention of 
every one of your managers—that 
someone must be charged with the 
responsibility of watching every 
performance, and never allowing 
any subject to be presented EX- 
CEPT IN THE MOST PERFECT 
MANNER. We are very serious 
about this as the entire future of 
sound is dependent upon proper 
presentation to the public. 

“To indicate to you just how dis- 
turbed we are about this situation, 
this letter is in the form of a notice, 
where you find carelessness still ex- 
ists after you again call it to the 
managers’. attention, it will mean 
dismissal without any further reason. 

“Should like an immediate check- 
up made on every one of your sound. 
houses and even where you are sat- 
isfiled a good performance is now 
being given, see if it cannot be im- 
proved upon. Please send me a re- 
port on each and every one of your 
theatres as to just exactly what you 
find and what steps you may have 
taken as per the above. It is essen- 
tial that this be given . immediate 


action and preference over any other 
work,” 


HH 
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TRAILERS SELL SHOWS: | 


Hell : 
Milton H. Feld, Division Direc- | 
tor of Theatre Management, in a| 
memo to PUBLIX OPINION ite! 
which he attached an advertise-| 
ment of a trailer-company, offers) 
some thoughts that should be help- | 
ful to every one interested in| 
theatre management. 
: “For theatres desiring maximum 
«grosses from minimum selling cost 
and effort, the use of THOUGHT- 
FULLY, GRACEFULLY, AND 
EFFECTIVELY prepared trailers 
is recommended, You may write 
these trailers humorously, or con- 
servatively, but they must contain 
} THOUGHTFUL expression of the 
merchandise you want to sell. Re- 
member you’re in the show busi- 
ness—not in the grocery trade. Re- 
member also to make your screen- 
words sound human—not stilted or 
cold. Talk from the sereen to your 
audience, rather than write to them 
from the sereen, and~ you'll find 
that your trailers actually do 
everything the trailer - company 
claims in its advertisement.” 
Publix notes with pride that the 
trailer company talks about the in- 
telligent handling of trailers by 
Publix theatres, and sends, the ad 
to our competitors, urging them to 
follow us. 
The particular trailers referred 
to are those of the Capitol in Des 
Moines, Iowa, written by Nate 
Frudenfeld, who after ten years of 
experience as advertising and pub- 
licity director for the Blank-Pub- 
lix theatres, is also assuming man- 
agement direction of the de luxe 
houses, under supervision of Dis- 
trict Manager Harry David. 
The following is the ad referred 
to: 
Gentlemen: 

The full significance of the value 
of Special Trailers in building up 
your business is more forcibly 
brought to mind if you will con- 
sider the results obtained in thea- 
tres operating in this territory, 
and using our service. 

The Capitol Theatre in Des 
Moines recently ordered from us 
a New Year’s Eve trailer of suffi- 
cient length to describe the entire 
evening’s entertainment, and the 
house was completely sold out five 
days before New Year’s Eve. It 
was a cash sell-out and no tickets 
being held for delivery. 

The Management informs me 
that not one cent was spent for 
newspaper publicity in connection 
with the New Year’s Eve show 
this year and that all the credit 
for this record seat sale is due to 
the trailer. Last year a sum of 
$125.00 was spent for newspaper 
ads and the response didn’t nearly 
equal this year’s results. 

Trailers. talk to the people that 
are your customers and give 100% 
circulation. They keep them com- 
ing back if you tell them about 
every unit that the next show will 
offer. Figure your trailer cost 
per reader and trailers will be 
your cheapest publicity. No other 
medium offers you 100% circula- 

| tion and no other medium can be 

bought so cheaply. 

We are always ready to help 

| y you with trailer problems and will 
, gladly write the copy if you sub- 

mit to us your entertainment 

units and the things you want to 

H tell your patrons. 

Trailers will be made to suit 


i ECONOMIC A 


your tastes, with or without bor- 
ders, and our speedy service will 
help you when a “last minute” 
booking change occurs, 

Give trailers, special trailers 


with your own copy, the use they 
deserve, and follow the lead of 


| 

| 

the men in the large Publix houses 

in this territory. They’ use our 

if, trailers and lots of them and get 
results at the box-office, Make 
1929 a record breaker, 


ND EFFECTIVE 


NEW CHAIN OF) 
THEATRES FOR. 


Publix Theatres Corporation an- 
nounced today the completion of 
plans which involve the construc- 
tion of a new theatre in Manches- 
ter, N. H, 

The new theatre will be a joint 
project of Publix theatres and the 
Courtere brothers, the present op- 
erators of the Crown, Star and 
Park Theatres in Manchester, 

The present Courtere brothers’ 
theatres will be taken over by Pub- 
lix, in this new deal, and the old 
theatres and the new theatre op- 
erated by Publix, 

The theatre, will be built on a 
site which has been secured on 
Lowell Street, opposite the Star 
Theatre. 


“WALL ST.” AT ALL 
OUR THEATRES 


(Continued from page 1) 


guard against. Do not leave the 
impression with your patrons that 
you are encouraging speculation. 
On the contrary, do what you can 
to discourage it. 

An effective talking trailer has 
been issued emphasizing the high- 
lights of the picture and showing 
flashes of Bancroft and Baclanova 
in several of the intense situations 
with which the picture abounds. 
Also, manuals, press brooks and 
“ad talks” on this picture will be 
at all Paramount branch offices on 
January 25th. Get them! Read 
them! Use them! All theatre 
managers are urged to get behind 
this picture and show what the 
combined effort of Publix can do 
in putting over this great Para- 
mount picture and in swelling their 
box-office receipts in this first 
smashing and concerted drive for 
Paramount-Publix progress of the 
new year. 


EDITORIAL SHOWS 
GOOD WILL FOR 
THEATRE 


An example of the prominent 
role played by the theatre in the 
community and the feeling of mu- 
tual appreciation and sympathy 
which can exist between the two 


is evidenced by the following edi- 


torial in the local paper upon the 
death of Walter E. Harding, who 
had been doorman at the Publix 
Brockton Theatre, Brockton, Mass., 
for the past six years: 

“Patrons of the Brockton Theatre 
have a sense of something lacking 
when they pass into the playhouse 
these days. They miss the genial 
personality of Walter E. Harding. 
who was always gracious and 
friendly as he took their tickets 
and wore his uniform with the air 
of one-who belonged to it. Since 
the opening of the theatre he had 
served as its doorman until he 
went away for a brief space—and 
then the final curtain was rung 
down. ‘Walter Hardine dead?’ 
countless friends exclaimed. It 
was hard to believe for it seemed 
only yesterday that they had seen 
him, smiling and apparently in the 
full vigor of life in its prime. He 
had been one who made friends for 
himself and goodwill for the play- 
house. The Publix Theatres Cor- 
poration has let it be known that it 
has. lost one who was esteemed as 
valuable a doorman as any em- 
ployed in its Eastern chain of 
houses, while to the family have 


come countless messages and assur- 


ances of sympathy in the time of 
sorrow and of kindly thoughts for 
the ticket man patrons had come 
to regard as doing a little more 
than the task called for to make 
the theatre and the show just a 
little more attractive and satisfy- 
ing for patrons,” 
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WARNING!! 


Start thinking today about what you must do to counteract 
your probable business slump during LENT, This is the season 
when business slumps so badly that many theatres close or run 
on half-salary, so protect yourself. 


Lent starts this year on FEBRUARY 13, 
Here are some suggestions’ 


(1) Examine your bookings now, and if you don’t think 
they’re strong enough, ACT NOW THROUGH THE 
PROPER CHANNELS, 


Plan an additional fifty percent of “shock” exploita- 
tion stunts and ideas for every attraction, 


(2) 
(3) 


Examine your paid display copy for each attraction, 
to assure yourself that you’re not publishing routine 
rot, but are putting your story before the public in 


the most COMPELLING manner, 


Augment your show by local tie-ups. It’s a good 
time to do a “local Follies” or stage a “Come-To- 
This Town Week” in conjunction with other theatres. 
and mercantile interests. 


(4) 


Now is the time to book that pestiferous coloratura 
or the lady aesthetic dancer who came back from 
Broadway to hold out on the big producers. Grab 
her, and build a stunt around her on your stage that 
gets you a lot of publicity. 


Now is the time for a series of “PUBLIX STAGE 
‘OPPORTUNITY CONTESTS.” If you don’t know 
what an opportunity contest is, ask your district 
manager to lend you his OPPORTUNITY CON- 
TEST MANUAL, 


Get the English teachers in the high schools to let 
the students do “reviews” of your show on opening 
day. Let the class in free. Their talk will sell your 
picture. 


What can radio do for you? If there’s a station 
nearby, dig up an entertainer to talk about your 
show between his songs. 


(5) 


(6) 


(7) 


(8) 


(9) Perambulator? Sandwich-board men? 


(10) Get your local wholesale grocer to distribute and 

paste up in all the grocery store and restaurant 
windows, a printed one-sheet supplied by you, tying 
“up your show with Grapenuts, or any product the 
wholesaler is pushing. Thus you get lots of win- 
dows without passes or work. 


INGENUITY IN ADS 


Managers who complain that the composing rooms of their local 
papers are not well enough equipped to fall-in line with their ideas 
of attractive layouts, can take an example from this layout, which 
Manager C. T. Perrin of the Sterling Theatre, Greeley, Colo., was 
able to set up in’a town of 15,000. 


MONDAY THRU FRIDAY! 
STARTS ARMISTICE DAY! 


FIV 


sg “— 
CLARA BOW ows! 
“BUDDY” ROGERS, RICHARD ARLEN, GARY COOPER i SO 
The First Mighty Picture of War iS 
in the Air—Soldiers of the Clouds % DAYS! 
Missa f= ONLY 
A Paramouut Sound Special scaring Reminties Dayl ing Armistice Day! 


The Marvelous 
Fox Movietone News 
——————— 


Starts Monday, November 12th 


“MONDAY thru FRIDAY! 


“NEW SHOW SATURDAY 
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Is this good 
Suppose eve’ 
trailer on your 


|gram note, or ¢ 


or story in you 
the film attra 
coming few wee 
vited your 


Don’t say: “This 
CAN’T BE] 
DONE!” It has [| 
been done scores 
of times by the- 
atres in many 
sections of the | . 
country, with 
sure-fire results! 
TRY IT ON 
THIS BLOCK 


eae! 
you would get a lot o: 
ploiting your p 


Chg 
vance dope in the j 
or perhaps have seen 
play, or read the boc 
some reason why a cert 
better than ever in 
role. If you can get ti 
information—and yoy ¢ 


follow the tip i 
can carry a TF te 


every day in your n 
which gives added 
—and you have the be 
erful sales help from ¢ 
sources. ar 


le 


increasing the Mone 
ceipts, but it has 
stepp 


throughout the ¢ 

Very often whe 
found to go over 
booked right back j 
Theatre, F 


SELLS SHOW TK 


ag, Warr 
Publix Carolina The 
C., sold the ull y 
tendent the idea of 
Circus” ounces 
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in your theatre! 
to develop man- 


“That's how you'll be protected 


n case of emergency! 

it’s how ydu can be prepared 
to accept any possible promotion, 
»r how you can provide man-power 
for opportunities that are now go- 
ng begging!” 
his quick, pleasant and easy so- 
ution to one of the most serious 

2m ‘in the industry is offered 
oy David J. Chatkin, General Di- 
rector of Theatre Management. The 
lan was presented by him at his 
weekly meeting of his divisional 
lirectors of theatre management, 


— 
a ee 


a di fi € schedule whereby every 
job is held by an “understudy” one 
lay a week, under supervision and 


iy 


m the part of everyone, 
ent individuals from slip- 


ontinued from page 1) 
cess in Brooklyn to Mr. 


ncountered. 
gned him to Brooklyn 


sry best entertainment ob- 
Our opportunity to pre- 
ish under the most auspi- 
imstances, where he could 
mple time to give full play 
3 good-natured activities, was 
offered in Brooklyn because of 
eater seating capacity. 
2 quickly assured of Mr. 


lew York a better chance 
the efforts of Paul Ash. 
rience with Mr. Ash on 

din Brooklyn is simi- 
situation in Chicago, 
ir. Ash first appeared at the 
rs Theatre. He endeared 
0 the public so quickly 
id it necessary to build 
Theatre there, with 
Seating capacity, in 
ke care of the theatre- 
to see him every 


the experience 
‘es in other cities, 
and Detroit, will be 

York. In those 


of theatres that 
y districts which 
new “white- 


theatres, he 
h a marked 


fractions of the new rules. 
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TO ALL PUBLIX THEATRE EXECUTIVES 


We are preparing to open the TOLEDO-PARA- 
MOUNT THEATRE on Saturday, February 16, as the 
newest link in our circuit of world-famous de luxe the- 

This theatre will be a unit-house of the 


In view of the tremendous benefit received by the 
BROOKLYN-PARAMOUNT THEATRE from the 


series of “radio salutes” tendered daily for a week in 
advance of that opening by nearly 200 local radio sta- 


We actually had 200 radio stations participating in 
the salute, due to the zeal and ingenuity of our theatre 
managers and advertising managers. 

If you will refer back to PUBLIX OPINION of No- 
vember 10, you wil refresh your memory on the sug- 
gestions made at that time. Doubtless you will be able 
to add some new ideas to make it more effective. 

Will you please make a note on your calendar to do 
this, and let me know whether or not it is possible for 
you to participate. Of course if you do not have a 


radio station in your town, 


this idea does not apply to 


you. If there is a station, no matter how small, please 


participate. 


What is more important, please send me a letter, 
letting me know how many times you will arrange the 
salute during the week prior to the opening, and also 
what station, as the Toledo Chamber of Commerce is 
offering prizes for Toledo listeners who tune in on the 


greatest number of salutes. 


Of course the only way 


we can know the exact total of stations and award 
prizes is from your advance report. 


oh 


atres. 

atmospheric type. 

tions; it is desired that we repeat the plan for the 
benefit of Toledo. 


DAVID J. CHATKIN. 


ee 


TELLING THE WORLD 


This is how Ed Olmstead, publicity director at the Metropolitan Theatre, Los 


Angeles, let the customers 


know that the Metropolitan became a 100 per cent. 


Publix theatre. The large blackboard was placed in the lobby of the theatre. 
Prominent movie stars were photographed with the board, and the pictures made 
all the papers. Mary Brian is shown in this photo. 


Lax 


Welcome to Los Angeles 
PUB 
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‘COPS PLUG HIS SHOWS 


Manager Charles H. Amos, of 
of the Publix Tennessee Theatre, 
Knoxville, Tenn., had the traffic 
regulations on the new_synchro- 
nized signal lights printed on cards 


ri-|the other side of which bore copy 


about the theatre, policy and su- 
preme entertainment. : 
The police department readily 
accepted the proposal of the thea- 
tre management to permit these 
cards to be placed on parked auto- 
mobiles and the patrolmen went 
even so far as to hand these cards 
to drivers who had made slight in- 


Lis TREATRES 


ENTER THEATRE IN DISGUISE 


Manager H. L. Adams, of the 
Colonial Theatre, Belfast, Me., is a 
firm believer in the saying that 
“appearances oft deceive the eye.” 
Compelled to eject two young high 
school students from his theatre 
for creating a disturbance recently, 
he was not a little surprised to find, 
later that evening, the two boys 
comfortably lolling in their seats 
in the guise of very ladylike flap- 
pers. It seems that one of the 
hoodlums had made a bet he could 


get back into the theatre again} 


without interviewing the manager 
as requested. 


i IF THE CHIEFS DOSAAL INVITES 


THIS, WHY NOT MANAGERS TO 


YOU, T00? 


This may be a good tip to Pub- 
lix employees who want to progress 
in the organization: 


Carry a -note-book and 
make notes of what you see, 
or hear, or think of, that can 
later be translated into ac- 
tion via your immediate chief 
to whom you present your 
thoughts in writing. The best 
way is to make a separate 
memo for each idea, so that 
it can be initialed “OK” by 
your chief, and passed up the 
line if necessary, thus keep- 
ing your name and identity 
in the picture. 

Mr. Katz, Mr. Dembow, Mr. 
Chatkin, Mr. Feld, Mr. 
Schneider, Mr. Botsford, Mr. 
Fitzgibbons, and countless 
other Publix executives, as 
well as theatre managers, all 
carry a short pencil and a 
small pad, for this special 
purpose. They refuse to trust 
to their memory, no matter 
how good it is, and the last 
thing they do at night is to 
get action on the notes 
they’ve made. 

Don’t say it—write it, be- 
cause at the moment you tell 
it to your chief, he may have 
something else on his mind 
and not be prepared to give 
the matters all of the atten- 
tion deserved. Write it, and 
get sure attention. 


OFFER IDEAS 


Publix believes that its means 
and methods of booking pictures 
and attractions, is the most effec- 
tive possible, and that the person- 
nel in charge of these activities 
represent the greatest possible in- 
telligence and sincere effort pos- 
sible in the industry. 


Indication of the truth of this 
statement is easily found by com- 
parison with competitive opera- 
tions. 

However, William Saal, in charge 
of Publix buying and booking ac- 
tivities, and Leon Netter, his asso- 
ciate, are anxious to’have the bene- 
fit of the thoughts of everyone 
whose activities are touched by 
their own. 


“We.are in possession of every 
available scrap of information 
about all product, and we are do- 
ing the very best we possibly can. 
However, if after we have set in-a 
program, and it does not meet the 
approval of the manager, we want 
to know why, even though the mat- 
ter cannot be changed. His reason 
may be an invaluable future guide 
to us. A telegram or letter will 
be appreciated.” 


STUDIO FIRE 
IS TEST FOR 
PUBLIX POWER 


(Continued from page 1) 


will accept this challenge and 
stand solidly behind the Para- 
mount Production and Distyri- 
bution Departments in this 
crisis is a foregone conclusion. 
Assured of their deliveries, 
Publix theatre managers par- 
ticularly are urged to get be- 
hind the Paramount product 
and boost it. The finest pro- 
ductions in the industry will 
be at their disposal. ‘YOU 
HAVE THE MERCHAN- 
DISE! SELL IT?’ 


Mr. Kent’s wire follows: 


Please hold cabinet meet- 
ing immediately and read 
the following wire which I 
have just sent to all ex- 
changes. 

“The new four-section 
sound-proof stage just com- 
pleted for our company and 
which was to open tomor- 
row was totally destroyed 
by fire which burned through 
the night and which comes 
of course as a heart-break- 
ing blow to the executives 
of your company and to 
those members of produc- 
tion who have worked so 
hard in order to have these 
super-sound facilities ready 
at the earliest possible mo- 
ment. Messrs. Lasky, Schul- 
berg, Kaufman and myself 
have gone over the situation 
and jointly pledge to the de- 
partment of distribution 
that they will deliver every 
picture scheduled for the 
spring releases plus the prod- 
uct for fall even though this 
great stage has been de- 
stroyed and without any 
diminishing of quality. 


“The following produc- 
tions which are 100% talk 
are finished and have been 
sereened by me. First ‘IN- 
TERFERENCE, ‘THE DOC- 
TOR’S SECRET,’ ‘CANARY 
MURDER CASE, ‘TONG 
WAR,’ ‘WOLF OF WALL 
STREET,’ Clara Bow in ‘THE 
WILD PARTY, Chevalier 

~4in INNOCENTS OF PARIS,’ 
‘CLOSE HARMONY’ and 
‘THE DUMMY, and I under- 
write it to you with my 
word of honor as a man that 
not one of these will fail to 
live up to at least double 
what you could expect in 
your fondest dreams. 


“The above pledge deliv- 
ered to you on product sold 


and scheduled can only be 
dome through the super- 
human efforts of loyal exec- 
utives, directors, writers, 
stars and: mechanicians to- 
gether with Paramount 
workers in all departments 
and the touching scenes that 
we witnessed tonight when 
all employees of the Para- 
mount studio met on the lot 
and pledged time and effort 
unlimited to make up for 
this loss was something we 
will never forget. We of 
our department must rise te 
this occasion as never be- 
fore. 


“Nothing we have ever 
gone through will equal 
what these people will have 
to put up with in the next 
four months to deliver this 
program to you. 

“We must to the lIast 
ounce of energy that we 
possess extract from these 
pictures every dollar pos- 
sible im- order that this 
work may go on so that we 
ean hold up our heads and 
match the spirit of this or- 
ganization which is finest 
thing I have ever witnessed. 


“Every production must 
do a double duty as in order 
to turn out the above pie- 
tures double time must be 
paid on all work. Fer the 
next four months and 
chiefly and practically all re- 
cording ‘must be done at 
night en open stages. Words 
cannot describe what a 
nerve-racking job has been 
undertaken by the west 
coast studio to measure up 
to this program and only 
those of us who are on the 
ground can ever know what 
the fulfilling of this program 
will call for. I call upon 
every member of our depart- 
ment to contribute side by 
side with production to the 
end that we may maintain 
our all-talking and sound 
leadership in the industry 
and in the fulfillment of our 
contractual obligations of 
which we have always been 
most proud.” 


I eannot describe to you 
and the boys the magnificent 
spirit evidenced under the 
most discouraging cirecum- 
stances by the people in 
production from Jesse 
Lasky on down, and it is a 
challenge to the spirit of our 
department, and to every 
member of it, to match in 
results what they will do 
out here. It is another chal- 
lenge to Paramount. Lasky 
has accepted it for produc- 
tion and I have accepted it 
for every member of our 
department and I know that 
Sam Katz will be glad to 
accept his share of it for 
Publix. Would appreciate 
your showing this wire to 
all who can Iend a helping 
hand and request that you 
include Publix in your 
meeting when wire is read. 
Will wire further informa- 
tion later. Regards, 


Ss. R. KENT. 
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IT’S GREAT SALES 


ing idea that died twenty 
years ago when the tume- 
ful 
“Floradora” 


musical come 


and 
Hough, Howard & Adams 
period declined, may now 
be brought back to life by 
the “talkies.” 

During the showing of 
“The Shopworn Angel” at 
the New York-Paramount 
Theatre,. Managing Direc- 
tor E. T. Leaper noticed 
that the audiences softly 
whistled in accompaniment 
to the theme tune. «So as 
an experiment, he had a 
few friends “planted” in 
various sections of the 
house to start the whis- 
tling, and keep it going in 
an enjoyable manner. The 
audience enjoyed it as 
much as the picture, and 
went. out whistling—and 
talking. about the picture 
that made them whistle, 
In the “good old days” 
smart showmen exploited 
the whistling idea, which 
is better than the com- 
munity singing plan be- 
cause everybody can whis- 
tle, while few can sing. In 
those bygone days the 
“eurtain raiser” or “open- 
ing overture” always was 
played to the pleasant 
whistling accompaniment 
ef the gallery gods whose 
good-natured participation 
invariably spread over the 
whole audience. It warmed 
them up to the show—gave 
them a better theatre 
mood — and registered a 
definite impression of the 
show in which they had 
been a part. 
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_ MAKE’EM WHISTLE! 


lof Chicago. 
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UBLIX LEA 


ELECTRIC 


1 
were therefore the first to appre- 
ciate the value of signs using re- 
ors, one of the most recent 
ideas originated at Nela Park, and 
offered to give them a trial. 

“The Brooklyn Paramount Thea- 
tre, sister theatre to the well-known 
Paramount Theatre of Times 
Square, has adopted, after a series 


FRANCIS M. FALGE 


of experiments, the use of reflec- 
tors for the immense roof and ver- 
tical signs which will send their 
message to the millions of Brook- 
lyn each night, but with the use of 
these reflectors they will send their 


| message more effectively and more 
| efficiently and add another step in 


the ladder of progress and help 
even more to add to the name of 
Paramount, known the world over, 

“After much experimentation 
with various designs of reflectors, 
the field was narrowed down to a 
few types, chromium plated to with- 
stand the ravages of weather and 
of a design best able to give the 
greatest head-on punch coincident 
with the greatest angle of viewing. 
These reflectors were installed in 
some of the letters of the huge 
sign which unmistakably beckons 
the people to the Uptown Theatre 
Viewing with the 
eyes alone satisfied every fondest 
hope and photometric measure- 
ments were a very satisfactory 
check to the eye. 


ters without reflectors were just | 
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“But this inerease in the utiliza- 
tion of light is mot the only’ ad- 
vantage that reflectors possess. It 
is easy to see that a marked re- 
on in wattage when reflectors 
used Will produce an equal re- 


old typé of bare lamps 


wattage will withstand 
breakage from the weather is being 
used with unsatisfactory results, 
refiectors offer the means of in- 
ereasing the light output. 

“The other valuable consideration 
is that of color. Color has defi- 
nitely established its importance by 
many 
borne out by the opinion of people 
today. We are truly in an era of 
color. Reflectors offer the means 


of providing a much higher inten- | 
sity of color in electrical advertis- | 
ing displays at a much decreased | 
cost because colored roundels are | 


used in place of colored lamps 
which over a period of time are 
relatively expensive. The light 
from incandescent lamps is rela- 


tively low in the red, green and| 


blue colors and by building up this 
brightness ‘as in traffic signals, the 
colors are made decidedly effective 
and with a marked increase in ad- 
vertising value. Furthermore, re- 
flectors keep the system relatively 


clean and threfore working at high | 


efficiency. 


“In the use of reflector signs, it 


i 
must be remembered, however, that 


the amount of. irradiation or the 
swelling of the apparent spot of 
light with wattage and viewing dis- 


tance is markedly increased. This | 


fact must be realized and a correc- 
tion factor used for the commonly. 
accepted sign design formulae and 
methods, 

“Our business, by its very nature 
built upon light, can ill afford to 
overlook any of the many ways 
that light can help us. Carefully 
planned electrical advertising dis- 
plays that are novel and attractive, 
palatial interiors that are properly 
and artistically lighted and stage 
productions that are glorified by 
light, combine to use the many new 
and economical developments just 
appearing, with resultant’ effects 
that add much to the appeal and 
prestige of the names of Publix 
and Paramount. 

“Your problems are our problems 
and are eagerly awaited so that we 
may continue to lead the way in 
this phase of our business as in 
every other: And if you don’t be- 
lieve that they will pay dividends 
at the box-office as well as at the 
meters, just try.” 

Mr. Walge is a graduate of the 
!. S. Naval Academy and, after leav- 
ing that institution, he spent two 
years with the Detroit Sales Office 
of the Westinghouse Blectric Co. He 
was also associated with the Nation. 
al Lamp Works of the General 
Plectric Co,, at Nela Park, Cleve- 
land, O. While there, he specialized 


in theatre and stage lighting. 
He is at present with the Produc- 


At dusk the let-| tion Department at the Home Office 


working on the lighting for unit 


shows and other lighting problems.” 
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n ever before. 
ing for granted 
nowadays. The men who 
ittle antiquated, who are still 
to old methods, who are 
d by old habits and fet- 
y old traditions have some- 
other got to unlearn a lot 
things they thought were 
and adopt new ideas and} 
in order to keep pace} 
RUM.. Gs1 tide. 

You may call this business a 
game, an art or what not; but to 


= 


halt 


Ime it is the most fascinating thing 


m the world. I admire men who 
have the courage to go ahead in 
this business today with all its ups 
and downs, changing swiftly from 
one thing to another. It requires 
more courage than ever before. J] 
am referring now to the men who 
head these great organizations, 
who have their money tied up in 
the enterprise. 

Cowards cannot arrive. 


Must Make Profits 

To the managers who are han- 
dling these theatres, we must make 
profits, and these profits must be 
fair and open and legitimate, but 
it must be if this business is to 
continue. 

I admire this business because 
it is progressive. It has to be. 
We practically ignore the past in 


Ithis business, and concentrate on 


the present, our eyes are turned 
towards the future. “Where there 
is no vision the people perish.” 

* Where there is no vision to a 
manager who is trusted with the 
management of one of these thea- 
eatre is not des- 
tined for any great accomplish- 
ment, 

If I were to compare business in 
general in America with any other 
factor, I would be inclined to com- 
are it with our court procedure, 
ecause in the eyes a business 
men, it strikes us frequently that 
there is something radically wrong 
with our court- procedure, and I 
wonder if it isn’t because the courts 
are looking backward and seem to 
bé governed by precedent almost 
entirely, They are looking back- 
ward five,-ten fifteen years in or- 
der to find a decision that might 
apply to the present-day case. We 
in this business cannot do that. We 
have no precedent to go by and 
we cannot decide present-day prob- 
lems by the conditions as they pre- 
vail today even, but we must de- 
cide them by the conditions as we 
can forecast them four or five years 
ahead. 

Industrial Life Interwoven 
- This industrial life of ours is too 
closely interwoven, and we are all 
concerned with the other fellow’s 
success or failure, We cannot per- 
form our entire obligations to a 
city by the mere payment of taxes 
which are obligatory any more than 
a member of a civie club can per- 
form his obligations to his club by 
the mere payment of nominal dues. 

In this business all of us should 
take the greatest interest in the 
public and its affairs, for it is from 
this same public that our patron- 
age comes. Then why should we 
expect them to patronize our shows 
if we neglect and not be acquaint- 
ed with them? We should take an 
active part in municipal affairs, | 
mean by that not political affairs, 
because we have no desire to enter 
into that phase of the situation. 
We are interested in the churches, 
in the Chamber of Commerce, in 
the luncheon clubs, in community 
chest, in the hospitals and the 
Y. M. C. A. We are interested in 
the school superintendent’s prob- 
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PHECK UP ON 
"BILLBOARD 
"SHOWINGS 


Recent discussions regarding the 


flicacy of billboard showings as an 
dve Yin - medium have elicited 
yom A. M. Botsford, General Di- 
ector of Advertfsing and Publicity 
or Publix Theatres, the following 
ommentary: 

“We Be cinced that in the 
‘yblix Circuit as a whole there is 
‘vemendous waste in 24-sheet and 


{llboard showings. 

““How many managers have 
‘necked their 24-sheet showing re- 
ly fo 7 


‘How many know just what their 
‘ations amount to and can sit 
‘own and justify their choice of 
jeations based on the position in 
‘mpetition with other boards, the 
‘affic that passes it, the circulation 
gota dey ; 
'“How many managers pick out 
‘\eir outstanding attractions, bill 
‘em on their locations in advance 
‘ad thus do away with the weekly 
‘t biweekly change of paper that 
‘up so short a time that it is gone 
efore it does any good? 
“ “How many can point to business 
‘yawn in by his outdoor exploita- 
“ON ipieuee 
' “Isn’t it time to begin to con- 
‘der, once more, those billing 
‘poblems? We are so convinced 
are was money in billing 
feel like asking for a general 
der to cut all 24-sheet showings 
ht in two and to ask every man- 
is) his showing—even 
-showing—to the satis- 
S district manager and 
ng department. 
“making necessary the 
_ general order you 
take it on yourself to ana- 
ir billing and you yourself 


.2W permanent, carefully selected, 
“toperly posted locations may have 
definite institutional and drawing 
ower value. But only a few. 
,@t’s get busy and cut. 
“And while you’re cutting con- 
_ der this: “There is too much atro- 
us type paper used. In a man- 
zer’s attempt to sell everything 
4 his bill and a lot of his bills all 
“| once, he puts up type paper that 
dsolutely won’t be read. But one 
-@tson in a hundred, even if they 
» would stop to bother to 
ne stuff some of us get.on 
stands and smaller paper. 
je stands in competition with 
, torial stands are a total loss. 
“Please remember: 
“ANY SUCCESSFUL TWEN- 
Y-FOUR SHEET MUST CRE- 
2E ITS IMPRESSION IN SIX 
ECONDS OR LESS! 


; that’s why a good pictorial 
-jand beats a type stand, even if it 
aly sells one item of your show 
-the most important one), the pic- 


rou’ve got an ‘INTER- 
» for example, and a 


xt give your paper 
with ‘INTERFER- 
and sell your big 
e over a longer 
: other advertising 
of the ‘LITTLE 
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KEEPING UP WITH THE TIMES! 


MORDAY, OCTORER 2, Toca. 
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BATS BETTER KEEP FAR AWAY 
eerie | week, shivering and shuddering before | ite 
ek, | bats and vampires of Halloween time 
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_\{ COMING EVENTS CAST THEIR SHADOWS _-: 


The layout shown above, representing the efforts of Sam Rubin, Director of Punucity for. Publix- 
Loew’s Palace and Columbia Theatres, Washington, D. C., conclusively proves the oft-repeated contention 
of Publix Opinion that the newspapers are the surest allies of the theatre if intelligently handled. : 

All newspapers are eager to print timely and appropriate pictures on national holidays and festivals. 
Furthermore, any newspaper photographer will tell you that pictures of comely. maidens are most effective in 


attracting the eye and therefore are very much in demand by picture editors: : 
Before any holiday or other seasonal day of general interest, group a few of them in a pose that 
They will be almost certain to print it with the caption 


shows. 


tells a stary, take a photo and give it to the papers. 


You have the girls in your 


stating in what theatre the girls are playing. and the name of the show. : : ; 
In this particular instance, Rubin clicked on the front pages of two big Washington papers with three 
consecutive holidays—Hallowe’en, Election Day and Thanksgiving Day—throwing in the totem pole picture 


for good measure. 


SENDS “PASSES” 
TO PLUG XMAS 
CHEER BOOKS 


A novel way of plugging Christ- 
mas Cheer Books was employed by 
Manager E. T. Leaper, of the New 
York Paramount Theatre, who sent 
out cards containing the following 
legend, neatly blocked in the cen- 
ter: “Pass bearer and party to the 
Paramount Theatre at the Cross- 
roads of the World.” The “pass” 
was marked “CANCELLED” in: 
red ink to preclude the possibility 
of any misunderstanding regard- 
ing the efficacy of the “pass” to 
gain admission into the theatre. 

The blocked “pass” was sur- 
rounded by reading matter explain- 
ing the appropriateness of present- 
ing one’s friends with this “pass” 
to that great universal land of ro- 
mance, dreams and adventure—the 
theatre. An explanation of the 
Cheer Book idea with prices fol- 
lowed. The card was accompanied 
by a personal letter from Manager 
Leaper. 


LINDSEY BOOSTS 
MARRIAGE FILM 


“Companionate Marriage,” play- 
ing at the. Publix Rialto Theatre, 
Denver, Colo., had everything in its 
favor for record-breaking receipts 
when its author, Judge Ben B. 
Lindsey, made four personal ap- 
pearances daily during the show- 
ings ef the picture. 


Judge Lindsey who is a resident! 


of Denver. further co-operated in 
publicizing the picture by* mailing 
2,500 personal letters to prominent 
people in the city. And also 
granted an interview as a basis of 


a story in the Denver Post. 


; 


FORMS BASKETBALL TEAM IRR. “WRECK” BIG 


City Manager James H. Stelling, 
of Daytona Beach, Fla., secured 
considerable publicity when the 
Vivian. Theatre placed a basketball 
team in the city league. Every day 
both the. morning and _ evening 
papers of the city feature this 
league on their sport pages and 
the Vivian Theatre is always men- 
tioned. ; 


PLUG THIS SONG! 


The theme song of “Shop- 
worn Angel,” entitled- A PRE- 
CIOUS LITTLE THING 
CALLED LOVE, enjoyed tre- 
mendous sales at the Brooklyn 
and New York Paramount The- 
atres. It is an exceptionally 
fine number and is played up 
very well in the score, being 
used very frequently throughaut 
and sung in the last reel. 

Theatre managers are urged 
to get behind this number, plug- 
ging it in the theatre by the or- 
ganist and orchestra, over the 
radio, cueing with short subjects 
and news reels, tying up with 
the dealers, getting orchestra- 
tions out to dance orchestras, 
and in every way possible popu- 
larize the number before play 
day. It is a hit song and will 
help tremendously at the box of+ 
fice. Theatres selling music in 
the lobby will’ be doubly aided 


STi rr rir irri titi 


will not only benefit at the box]: 
office, but should enjoy very|: 
good sales in the lobby. 
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by such exploitation since they || 


DRAW IN FRONT 
OF THEATRE 


Manager Charles S. Morrison 
went to a great deal of trouble in 
assembling certain railroad fixtures 
which were parked in front of the 
theatre to advertise “The Crash,” 
playing at the Publix Palace The- 
atre, Jacksonville, Fla. 

The equipment, including a 
length of railroad track with ties, 
a handear derailed, a signal tower 
with red signal illuminated, a de- 
railer, railroad lanterns and fifteen- 
minute fusees which were lit up at 
night to illuminate the front of the 
theatre and street. 

The display presented an unusual 
sight, being placed in anything but 
an orderly manner to give the 
effect of a crash. Danger signs 
were tacked on the display as well 
as signs advertising the picture, 
theatre and play dates. 

The display was used on the 
edge of the sidewalk protruding 
over the curb into the street. Spe- 
cial permission was obtained in 


using this display and it was well | 


worth all efforts expended. The 
comments were numerous and fa- 
vorable and proved to be one of 
the best stunts used in a long while 


:,to start a lot of mouth-to-mouth | 


| advertising. 


ia | 


WHY NOT TRY 
THIS IN YOUR 
THEATRE? 


An instance of real showmanship 
comes to our attention.jn the Met- 
ropolitan, Boston operation; which 
| during the current week is being 
directly supervised by Mr. J. J. 
| Friedl, Eastern Division Manager. 
i In order to lift the routine of 
the show out of the commonplace 
poe give it color and life, a blue 
colored slide from the stereopticon 
machine was used during the show- 
ing of the sound short subject. This 
was also done on the Crazy Cat 
Cartoon, when a green slide was 
used. This touch of color in both 
| instances relieved the dead black 
and white of the ordinary picture 
and warmed it up very nicely. 

In addition to the use of the slide 
on the Cartoon, the organ, which 
accompanied the Cartoon, was 
brought up to the height of the pit 
rail and.a very faint blue spot 
thrown on the organist. The drum- 
mer’s pit was also raised and a 
faint blue spot played on the drum- 
|mer, who played’ effect$ with his 
traps for the Cartoon. 

In many instances in our sound 
presentation in various houses we 
are losing a sense of the possibili- 
ties in our show presentation by 
disregarding the fanfare on the 
change-over from one subject to 
another. The orchestra at the Met- 
ropolitan played the news reel, 
which was followed by the sound 
short subject. At the close of the 
news reel, instead of the organ 
picking up the fanfare, the orches- 
tra picked it up with four strong 
bars and gradually the volume re- 
ceded until just the piano was play- 
ing the fanfare, gradually. dying 
away until it blended with the 
sound on the screen. Certainly 
there are many spots in our. de luxe 
programs particularly where an 
added, touch of color and life and 
effects can and will eliminate the 
stereotyped effect of the same rou- 
tine program arrangement and 
presentation week after week, and 
give the real touch to the program 
that is termed showmanship. 


HY FINE PRAISED 
BY MAGAZINE 


A glowing tribute to Division 
Music Supervisor Hy Fine of the 
New England Division was carried 
in a recent issue of the Jacobs’ 
Orchestra Monthly. 

After dwelling upon the excel- 
lence of the Capitol Theatre Or- 
|chestra in Allston, a neighborhood 
house, and attributing it in a great 
measure to good, careful and illu- 
minative scoring, the article goes 
on to say: 

“To Hy Fine himself, and to no 
other, must go the credit for this 
matter of scoring. I personally can 
say, that for my: part, I find Fine’s 
talent in this respect ranking with 
that of the impressive names, Ra- 
pée and Riesenfeld. In the first 
place, Mr. Fine has an uncanny 
ability to grasp the atmospheric 
essence of a given scene and to 
translate it into music of impec- 
cable suitability. I have seldom 
known him to fail in this respect— 
I cannot recall an instance where 
his judgment was at fault. He 
never allows himself to be dis- 
tracted by the trappings of a ‘shot,’ 
an error common to inferior minds, 
but goes immediately to the mean- 
ing of what is being presented. 
Consequently his scores are not a 
| swiftly changing kaleidoscope of 
jumbled material—a patchwork of 
unrelated bits—they are raised to 
the dignity of a unified work. For 
this reason they are restful scorés 
and for this reason, again, effective 
—unobtrusively heightening the 
;emotional content of whatever film 
i they clothe.” 
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PARAMOUNT’S 
PUBLICITY 
ABROAD 


By O. R. GEYER 

(Director 

’ Advertising, Paramount Pic- 
tures Theatre Dept.) 


Selling Paramount publicity and | 


good will abroad has been the 
pleasing task of this department | 
since its inception ten years ago. 
We have had an inspiring message 
to carry and one in which the 
world is keenly interested. The 
campaign has had its difficulties | 
and problems and haste has been 
made slowly in view of the con- 
flicting national characteristics 
and business methods in vogue 
throughout the world. ny 

Without exception the Paramount 
trade mark is undoubtedly the best 
known trade insignia used in inter- 
national commerce, due chiefly ta 
the foresight and constructive 
ability of Mr. E. E. Shauer, the 
general manager of the Foreign 
Department since its inception, in 
building up a world-wide organiza- | 


Foreign Publicity and) 
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about “selling Publix service” at no cost to the theatre. 
him the full-page exploitation he sought. 
has since been effectively used all over the circuit. 


W orld.” 


effort, of course. 
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tion of true ambassador’ for Para- 
Pictures. This far-flung 
organization has grown until it em- 

5 branch offices operating | 
ity countries. Approxi- 
mately 3,000 men and women are 
engaged in the operation of these 


branch offices which, from their| 
very inception, have labored 


mightily to build a solid foundation 

of d will for Paramount. 

he ambassadorship of these 

ndid representatives of Para- 
t served a mighty impor- 


Ss 
tant purpose in the spread of 


ae 


Paramount publicity and exploita- 
roughout the world. Today} 
we have hundreds of newspapers | 
and magazines using -Paramount|} 
news regularly as a prized feature | 
of their news pages and still the 
clamor is for more and more news 
about Paramount, its product and 
its activities in the world of art. 
This. publicity is published in ap- 
proximately 37 languages and has} 


grown to such an extent that com-| 
munities far from the beaten patl 
of commerce are familiar with 
Paramount Pictures and the play- 
ers appearing in them. : 

We maintain in the home office 
in New York a staff of Spanish, 
Portuguese, Dutch and German} 
translators who prepare publicity | 
material for the great number of 
publications appearing in countries | 
where these languages are spoken. | 
This is in addition to a very exten-| 
sive English publicity service which | 
réaches all countries where English | 
is either the common language or} 
else is the general tongue of com- 
e. Spanish, for instance, is} 


scattered about the globe and 
gh the medium of this lan-| 
we reach millions of motion 
overs with the latest news 
ictorial material about Para- 
mount product. 

Through scores of correspondents 
stationed in New York and Holly-| 
wood as the representatives of the 
leading European and South Amer- 
ican newspapers and magazines we 
reach out into publica issued 
in every important tongue spoken. 
The interest in American motion 
pictures is so great that almost 
every worth-while publication in 
Europe maintains a representative 
in New York and Hollywood whose 
chief business is to supply the very 
latest information as to what 
Paramount and the other leading 
producer ing 

The work of the department is 
carried on in complete cooperation 


tions 


with the local publicity depart-| 
ments maintained in the larger | 
offices, such as London, Paris, Ber-| 


lin, Rome, Stockholm, Barcelona, | 
tio de Janeiro, Buenos Aires, Syd- 
ney and Kobe. This cooperative 
effort brings about the distribution | 
of Paramount publicity to thou- 
sands of publications, as every | 
Paramount exchange is fully sup-/} 
plied with ample publicity and ad- 
vertising material for use in its} 
own individual exploitation cam- | 
paigns. 
Publicity material, rightly pre- | 
pared and carrying a message of! 


of this modest Want-Ad to 

the right produced the corps of 

attendants above — a sturdy, intelligent 
and ambitious force of young men. 


When you need help~Telephone BEEkman 8300 


One of the simplest of operations. Simply tell the Ad-Taker your problem. She 
will suggest an advertisement and send you the bill after publication 


UPTOWE, 
228 West 42nd Se 


Che: 


“Ameriod’s Greatest Wast-Ad Median” 
PULITZER BUILDING 
NEW YORK 


HARLEM: * 
2002 Seventh Ave. 


BROOKLYN, 
284 Washington St 


nee 


- 
wide popular appeal, has generally | picture news in publications in this 
become recognized by newspaper}country and on 
and magazine editors as being an!effort have found 
important adjunct of their work.| popular interest on the part of 
Foreign publications have watched| their readers. The demand for the 
with great interest the great | latest news and information about 


amount of space devoted to motion! personalities appearing upon the! 


= 


EXPLOITING “WINGS” IN INDIA 


|NOW A FREE FULL PAGE AD 
| FROM “NEW YORK WORLD” 


, DECEMBER 17, 1928. 


: 
tion: iS} screen or who are instrumental in 
duplicating this | 
a tremendous} 


Stephen Barutio, First Assistant Manager of the Brooklyn-Paramount Theatre, reads Publix 
Opinion to sharpen his mind in the quest for ways and means to make his theatre more suc- 
cessful. So when he made his weekly research into his backfiles, he snatched out the hunch 
He placed all his want-ads in one 
paper (The World) in order to give them something to brag about, and the World promised 
Furthermore, the ad ran several times. 
stunt was originated in Omaha, in the form of a 5-column full-depth ad, three years ago, and 
This is the first time a full page has been 
obtained, and it is doubly commendable because of the line-rate and prestige of the "N. Y. 
Mr. Barutio received the congratulations of many Publix officials for his sales- 
And by the way, this stunt is not necessarily confined to a new theatre. 
Just give your help-wanted ads exclusively to your biggest paper, and they'll do it any time. 


This 


7 ere: ae 
42OOD Ser} ese 


When You Need Help— 
Advertise! 


B UT ADVERTISE as Mr. McCurdy did—in America’s 
greatest Want-Ad Mediom. The institutipn above, 

and al! that it stands for; che letter to the teft, — 

results below, all tell their own story. 

One of the most beautiful theatres in the country found 
the type of staff best suited to its exacting requirements by 
advertising in THE WORLD—a natoral meeting place 
for the man who wanty work and the employer who needs 


the usual 


A single insertion 


BRONX, 
4 Fen b0Oth So 


JAMAICA, 
40 D6lot Se 


WASHINGTON HTS. 
et Wee 180, © 


the production of pictures is so 
great that the great world news 
organizations now are devoting 
considerable time and effort to the 
distribution of newsy items about 
motion pictures, In this country 


we have as examples the Associated | 


Press and United Press which sup- 


| ply motion picture material to their 


foreign clients, especially in South 


America. The cables are now used 
liberally to speed this material to 
its destination and the premiere of 
a sensational Paramount success, 
such as “Wings” and “The Patriot” 
is heralded throughout the entire 
world within twenty-four hours. 
Thousands of photographs, cuts 
and mats are required each month 
to satisfy the ever-growing de- 


/mand for Paramount publicity. In 


addition, we issue from this office 
Mensajero Paramount and Mensa- 
geiro Paramount, Spanish and Por- 
tuguese publications, respectively, 
which are circulated among exhibi- 


|tors and newspaper editors in all 


i make 


countries in which these two lan- 
guages are used, This results in 
the publication of hundreds of 
columns of additional Paramount 
publicity as editors are advised to 
free use of its contents, 


| 


| Every activity of ‘the 


Oe 


ADA 


‘Here’s a 
send a post 
son pass for 
fifty-two wee 
Paramount T 


This story, 
planted in three 
Toledo newspa- 
pers and on the 
Toledo radio, got 
lots of excite- 
ment and space 
in eonjunction } | 
with the pre- | | 


Office stunt, 


General Director of 
lix 1,200 theatres,” 
symphonic concer 
ular orchestral p 
in mind a comb 
and stage spect 
make it interpre 
popular and impor 
event in Toledo’s pr 
wants is a suggesth 
ical event, with brit 
data, so that, if pr 
have his experts dt 
it. He does not wa 
or a plot. e 

“All the informatie 
be written on eo / 
Mr. Morros. “In Ta 
that it be on a post 
person sending me & 
and information that) 
able, I will gladly 
Toledo management 
complimentary seas 
for one year. CO! 
prizes will be complime 
for the opening week” 

It is Mr. Morros’ id 
haps the historical epis 
can be interpreted mui 
the aid of vocalists, dal 
and chorus, or either, 7 
the cast, and person 
termined by his musig 
duction staff. The sug 
order to be considers 
addressed to Boris Mt 
Theatres Corporation, 
Building, New York Ci 
his hands by January} 
but postcard info : 


considered. 
d 


0 " 
SAVE THESE P. 
Publix Opinion 
any manager 
passes for music OF 
graph store windows 
days when sound 
tures are sellin 
dollars’ worth ret 
and records, ought tot 
marily turned over to 
chopathic expert. 


AEOUETLER PERE EEOEEEEEA COSREA HELE OR EDO COREE ANON TE RSENeEED 


OS FOePOT NDE O OR OORT ED 


Then, we have Param 
the World, which is tf 
tremendously vital 
which keeps every one 
Foreign Legionnaires 
Paramount’s activiti 
abroad. 

So vital is the intel 
about Paramount tha 
spondent in New York 
services of an amatew 
ator whose short wave 
constant communicatit 
zilian stations. M 
relating to Parame 
patched to Rio de Ja 
medium. 

All this is neces 
Paramount has beeor 


@ 


constantly being 
farthest corners of tht 
much as the thou 

screening Paramour 
served to make the 
mount a household w 
civilized tongues are | 
Paramount-Publix « 
tainly can feel px 
that he or she has 
building of this gr 
organization. 


OF 


. or of The- 
&K—Pub- 
for repro- 


h many cases « 
that the 


a business | 
notably pros- 
period, we 
it won Its 
Fming a use- 

'y service. 

rief, explains the 
nereasing suc- 

» Balaban & Katz 


uded in the Hst 
es because the 
ice which we 

are sound 


ppe. 

& Katz organ- 
frown because we 
necessity of de- 
sphere of useful- 
highest degree and 
this standard in 
y obstacle. Our 
that we are 

service. 
the first consider- 
his organization— 
that by increas- 
the public our 
automatically 
ill profit by 


IN THIS” 
ESS 


-is the sum total, 
Fe what a man 
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.TIONAL PAMPHLET FOR NEW EMPLOYEES 
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his weaknesses; 


GUMSHOE ORDER 


Paramount has issued an 
order directing all workers 
on sound pictures to wear 
rubber heels. 


Expedient has been found 
to be the easiest way out of 
the footstep sound problem. 


selves above these disorgani- 
zational tendencies. Think be- 
fore you speak or act, and 
ask yourselves “Am I giving 
the organization which is giv- 
ing me opportunity and my 
weekly check a fair break?” 
Then act or speak accordingly. 
To Produce Results 

“The king is the man who 
ean.” — 

Producing results is a habit 
which calls for the develop- 
ment of many other good char- 
acter qualities. To acquire 
this habit you must bezin 
with the small things first. 
Learn to produce results in a 
small way first; by constant 
practice in overcoming small 
obstacles you equip yourself 
to overcome and produce re- 
sulis in the bigger things of 
life. Anybody can find rea- 
sons and excuses why a thing 
cannot be done, but the man 
worth while is the one who 
says it ean be done, then 
does it. ‘ 

“Wherever he goes there’s 
a welcoming hand—for The 
Man Who Delivers The 
Goods.” 


To Be Loyal 


= 


[Evscecscnerececerceeccneerereusesueceneneetent 


Being square with yourseif : 


is to be loyal. Disloyalty 
sours, sucks, and saps the lite 
ef a man away frem himself. 
To be square with your or- 
ganization is to be loyal. Dis- 
loyalty bleeds the very heart 
of an organization, but causes 
greater havoc to the disloyal 
individual than to the organi- 
gation. Be loyal and faithful 
to your organization, or be 
man eneugh to quit and get 
out and join an organization 
to which you can be loyal and 
faithful. Loyalty is your satf- 
est, fairest, and surest path 
in the business world. 


To Have Courage 


Courage is not only phyxi- 
cal but moral and mental, 
Ceurage is not bullying or 
biuff, but is the heart of the 
man put in combat with trou- 
bles, trials, and temptations, 
and coming through, not ai- 
ways victorious, but un- 
eracked and unbroken, ready 
to try again. 

That’s couragei 

Courage makes tie man. 


To Think Ciearly. 


Thinking clearly the 
function of the brain. Clear 
thinking is the Master Builder 
of everything in business. As 
clear thinking comes from 
within you, you should be mas- 
ter of your thoughts. To think 
elearly is not necessarily a 
slow process, and you can de- 
velop speed in this as you can 
in any other function. Clear 
thinking is a systematic anal- 
vais of a situation before a 
conclusion is reached. It also 
is the result of habit and prac- 
tice. 


To Respect the Other Fellow 
and His Job 


The man without respect 
for the other fellow and his 
job is a man who is a make- 
beHeve, a fraud, and a coun- 
terfelt; unworthy of credit for 
his own skill or accomplish- 
ments. Respect is funda- 
mental and seund in business 
as it is in all seciety. Ke- 

is meeessary in every 
real organization. The man 
who in his position does not 
respect those filling a lowlHer 
position as well as respecting 
those senior to himself, is the 
man who holds a job bigger 
than himself. Sooner or later 
he will pass out of the picture. 


To Make Ourselves 
Valuable 

You hold a humble position. 
You are restless. You see 
others whom you think of less 
ability and brains passing you. 
You think that the rewards 
of life arc unevenly distrib- 
uted. Brush the cloud from in 
front of your eyes and realize 
your true value te your or- 
ganization. ‘The business 
world does not pay salaries 
based upon what a man thinks 
of himself, but based apon 
recognized accomplishment. 
Are you of any real value to 
this organization? How daiffi- 
cult would it be to replace 
yout Answer these questions 
for yourself and then make up 
your mind to become so valu- 
able and so difficult to replace 
that you will he recognized. 
Then the rewards of the busi- 


is 


ness will begin to come your 


way. 
The Boss 


is humanj he has 
The boss ts ae hae we 


FOR STILLS | 
OF STARS 


Keeping up a fan mail Nenarial 
ment has become such a heavy 
financial burden on the picture 
studios that Paramount is trying 
to find an out whereby the oper- | 
ation can be minimized. 

Paramount has notified the other 
studios that in the future no more | 
photographs of stars and feature 
players will be sent free to the fans 
on request, that a charge of 10 
cents will be made for all five by 


seven, pictures, 25 cents for all 
eight by ten and $1 for the eleven 


by fourteen enlargements. Studios 
have been paying the cost of oper- 
ation and distributing photographs 
of their players. 

Demand for these pictures has 
been so incessant that the expense 
went far beyond the budget set. It 
has also been found that the fans 
have been sending in every two or 
three. months for another picture of 
the same star, figuring they would 
get different poses. Studios have 
discovered that some people have 
been making fifteen and twenty re- 
quests a year. While they believe 
this sort of publicity is beneficial 
the studios also figure it too ex- 
pensive to maintain. 

It is understood Metro-Goldwyn- |} 
Mayer, First National, Warners and. 
United Artists will also charge a 
fee for the stills distributed in the 
future.. 


shortcomings. There may even 
be things in which you are 
more skilied than he, but with 
all this he must have some 
ability or he would not be in 
his present position. You 
must see this ability and re- 
spect him for it in order to re- 
spect the job which you are 
geing to have some day. Pic- 
ture yourself in his position. 
Could you do as well as he? 
Do you know all the responsi- 
bilities, the difficulties, the 
troubles connected with his 
work? Answer all these ques- 
tions, then profit by his mis- 
tnkes and his successes; give 
him your support; work with 
him rather than against him, 
and you will be preparing 
yourself better to fill his posi- 
tion when your turn comes. 


OUR GOAL 


To be successful in operat- 
ing the finest theatres in ex- 
istence. 


In this, defent at one turn 
is only an incident and a pro- 
pelling force to drive us 
eagerly on to the next obstacle. 
Successful theatre operation is 
the successful accomplishment 
of the details that arixe from 

“day to day. We are guided in 
eur task by men trained with 
a background in this business, 
Our job Is to attend carefully 
to the little things that come 
up to clog the works of this 
national machine. Let each 
ef us see our relation to this 
business and shoulder our 
share of responsibility and 
burden in seeing our objee- 
tive gained. By seeing our 
orgnnization successful, we 
can see ourscives as suceess- 
ful theatre men. 

Ralaban & Katz can mean 
suceess to you by your mak- 
ing yourself a part of Bala- 
ban & Katz's success. 


Why You Are Reading 
This Message 


You are reading this mes- 
sage because you have been 
selected from a large group 
of applicants for an opportu- 

‘nity with our organization. 
As a result of our interview 
with you, we believe that you 
have most of the qualities and 
characteristics outlined, and 
further than that we believe 
you can develop those qualities 
and characteristics to a greater 
decree, making you more 
valunble to yourself and to 
Balaban & Katz. 

Finally, we ask nothing 
hard ef you; only that you he 
men of eharacter, high stand- 
ards, and loyal to yourscif 
and your organization—Bala- 
ban & Katz. 

J. T. KNIGHT, JR. 


Supervisor of Theatre 
Management 


FILE THIS! IT WILL HELP PLAN PROGRAMS! 


Watch Publix Opinion for this 


Watch the 


service in every issue! 


trade papers for it, too! 


LENGTH OF FEATURES 


Record 
No. 


Looping the Loop--T ‘reels (sync.) 
The Circus Kid—-7 reels and prologue 
F, 


(syne.) 


The same without prologue (syne.)... 
The Rescue— 9 reels (sync.) : 
The Barker—9 reels (syne.)....... First Nat. 


My Man—12 reels (syne.) 


Synthetic Sin-—S8 reels (syne.) 
lucky Boy—10 reels (sync.)....Tiffany Stahl 


Foot- 
Make age 


6640 


Ronn'g 
Time 


74 min. 


7000 
6000 
7980 
7800 
9247 
6790 
8350 


78 min, 
67 min. 
89 min. 
7 min. 
103 min. 
75 min. 
93 min. 


bie ak ed oes Warners 
First Nat. 


Marquis Preferred —6 reels (non-sync.) 


Last Warning—8 reels (non-sync.).,. Universal 
Restless Youth—7 reels (non-syne.) Columbia 
The Spieler-—-7 reels (sync.).........+. Pathe 


5390 
7128 
5900 
5570 


59 min. 
79 min. 
65 min. 
61 min. 


Paramount 


Case of Lena Smith—R8 reels (non-sync.) 


Lucky Roy—10 reels (sync.)....Tiffany-Stahl 
Wolf of Wall Street—-8 reels (syne.) Par’m'’nt 


7075 
8300 
6490 


78 min. 
92 min. 
72 min. 


Paramount 


LENGTH OF TALKING SHORTS 


WARNER BROTHERS VITAPHONE 


2708 
2131 
466 
536 
613 
2567 
503 
2547 
2258 
2705 
2507 
2791 
539 
610 


Flo Lewis . 


Flonzaly Quartette 
Happiness Boys 
Knight MeGregor 
Daphne Pollard 
Utica Jubilee Singers 
Community Singing 
Community Singing 
Irene Franklin 
Bright Moments 

My Bag of Tricks 
Sunshine Boys 

Gale Bros. ...... Sider peice 


La Vere & Handman Personalities........... ¥ 


10 min. 
8 min. 
6 min. 
9 min. 

10 min. 
8 min. 
9 min. 
8 min. 
7 min. 
7 min. 
9 min. 

10 min. 
9 min. 
6 min. 


PARAMOUNT 


When Men Play Cards as 


When Caesar Ran a Newspaper-—2 reels 


News No. lla 

News No. 11b .... 
Movietone News No. 124 
Movietone News No. 
Early Mourning 

Barber of Seville 


Her Fruit: 
Brox Sisters 
An Alpine Romance 


Steamboat Willie 


Women Do 9 min. 


20 min. 


11 min. 
11 min. 
8 min. 
8 min. 
11 min. 
5 min. 


7 min. 
9 min. 
8 min. 


8 min. 


LENGTH OF NON-SYNCHRONOUS SHORTS 


PARAMOUNT 


Face Value 
Cowbells 


Nobody Home 
The Magic City 
Glorious Adventure 


Our World of To-day 
Husbands Must Play 


Girls of To-day 
Where Skies Are Blue 
Mother 

Normandy Love 


Review No. 4 
Review No. 2 


Curiosity 


Life in the Twilight .... 
Fishes in Love 


Flaming Canyons 
A Peculiar Pair of Pups 


FE STORY OF MR. 
LASKY TO BE 
WRITTEN 


Jesse L. Lasky arrived in Los 
Angeles Sunday, one week ahead 
of schedule. 

He was accompanied by Walter 
Davenport of the editorial staff of 
Collier’s. The latter is writing 
Lasky’s life story for serialization. 


17 min. 
6 min. 


9 min. 
10 min. 
9 min. 
21 min. 
23 min. 
9 min. 
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PUBLIX-BALABAN 
AND KATZ ROUTE 
IS CHANGED 


- ets shag aay 1st, the Publix- 
‘ - route in Chicago h i 
switched around. he ae 
Stage units will jump from the 
Oriental to the Paradise and from 


there to the Norshore, Harding and 
- Tower. 


Te he 7 sh) ee. a ieee eee ere Lk hgehl 


BEAR 5 GRC ao 


| YOU HAVE THE 
MERCHANDISE 
SELL IT! 
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improvement!”’ 


“Leave no stone unturned to give Publix the 
high standing it holds in the world of theatres.” 


Publix @ Opinion 
Published by and for the Press Representatives and Managers of 
PUBLIX THEATRES CORPORATION 
SAM KATZ, President 


A. M. Borsrorp, Dr. Advertising Bens. H. Serxowic, Editor 
J. Atsert Hiascn, Associate Editor 
Contents Strictly Confidential 


CUT DOWN FREE LIST 


Publix Opinion, out of experience that covers many years 
and many conversations with leaders of the business, believes 
that one of the worst evils in show business is that of the 
complimentary ticket. 

There isn’t a theatre on the circuit that couldn’t profitably 
cut down its pass list 50 per cent. The passes that you give 
billposters for tack-cards are worse than thrown away. The 
passes you give for window tie-ups are as bad. Every time 
you issue a pass you spoil a customer. 

The most experienced showmen never carry passes, and 
issue the least of them. Window tie-ups, Publix Opinion has 
often pointed out, are either so valuable to the merchant that 
he’s willing to pay for them, or else they're no good at all to 
the theatre. Instead of making a store-to-store canvass of 
your town for window tie-ups try the oft.successfully worked 
plan of visiting a jobber, and selling him a tie-up. If-your 
idea and copy is the sort that moves merchandise, you'll get 
all the windows that jobber can get—at no cost of passes or 
effort to you. If the tie-up doesn’t sell the merchandise for 
the storekeeper, you have no right to ask for his window. 
Experience proves that windows obtained “for a pass” are 
usually valueless. The surest sign of an amateur or unsuccess- 
ful showman is “liberality” with a pass-pad. 


SOUND THINKING 


At no time within the history of either the Paramount or 
Publix organizations has the very atmosphere of industrial 
activity been so charged with‘the spirit of swift and striking 
progress changes. Overtaking in almost overwhelming 
fashion, the steady onward march of our organizations with 
silent motion pictures, the mighty new phase of sound and 
dialogue pictures has literally altered the entire face of 
things. A new order prevails throughout the film industry; 
minds must be swiftly and surely adapted to it, and the or- 
ganization with the minds best capable of effectively making 
the change in the shortest possible span of time are the ones 
which will emerge on top. 

Thus in almost the twinkling of an eye we have been 
offered the grandest opportunity of our lives for showing 
our mental mettle. Every minute —every hour— there 
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is swift call being made for the fellow whose intelligence is | 


alert, whose wits are functioning in practical fashion, to 
accept some new and finer responsibility. The posts are many 
because the new order of things has caused many changes, 
but the good posts are the ones that are being offered first, 
and the ones who are getting them are the ones who are ready 
for them. 

There isn’t anything with less of a premium or a tax on it 
than intelligent thinking for your organization’s good. And 
there’s no better investment! The good that your organiza- 
tion gets out of your unselfish thinking pays dividends to you 
that are manifold greater than any bank pays for cash 
deposited. 

And right thinking now, along the lines of sound and dia- 
logue picture advancements within the motion picture indus- 
try—and especially insofar as they concern the good of Para- 
mount and Publix, will pay you, in advancement and general 
perscnal satisfaction, far and away the greatest and most 
lasting dividends you have ever known from any investment. 

—From “Pep-o-grams.” 


Character is formed, not by laws, commands, and decrees, 
but by quiet influence, unconscious suggestions and personal 
guidance. —M.L. BURTON. 


MUSIC DEPT. 
SERVICE IS 
PRAISED 


Boris Morros, General Music 
Direetor for Publix, is being 
swamped with an avalanche of 
appreciatory letters — “tears of 
thanks,” one executive called them 
—from all over the field on ac- 
eount of the non-sync. novelties and 
slides which the Music Department 
is issuing regularly. 

The Music Department is now 
organized in non-syne. _ sérvice. 
Systematically, it supplies the field 
every week with novelties which 
are a great help to managers in 
rounding out their program and, in 
the case where theatres are not 
wired for sound, to successfully 
compete with even thé finest pro- 
grams in metropolitan de luxe 
houses. 

During the present week, both 
the Paramount theatres in New 
York and Brooklyn used the non- 
syne. accompaniment to the feature 
picture,“The Case of Lena Smith,” 
being shown there and no one could 
tell the difference. The results 
were amazing and scored one more 
hit for this enterprising departrient 
of the Publix family. 

The Music Department supplies 
the field every week with one organ 
novelty rendered by Jesse Craw- 
ford, organist at the New York 
Paramount, with respective slides. 
It also sends out an overture played 
by the best orchestra in the coun- 
try with descriptive slides made 
by the Music Department to inter- 
pret and describe the music. The 
Music Department has at its dis- 
posal a choice of the finest over- 
tures in the country and great care 
is exercised in selecting an appro- 
priate and sure-fire number for 
distribution in the field. In addi- 
tion, two cue sheets for short sub- 
jects are also regularly distributed 
by the Music Department. 

Any manager who does not re- 
ceive his non-sync. novelty numbers 
and slides in time, or who is not on 
the list, is requested to get in touch 
with the Music Department at once. 

“We are now organized and ready 
to take care of all requests from the 
field,” said Mr. Morros. “We want 
our department to be a service sta- 
tion for the men in the field along 
musical lines, and we want to assure 
them of our eagerness to cooperate 
with them and lend them any as- 
sistance that lies in our power. So 
if you want anything. write to us. 
If you need any information, or ad- 
vice in the working out of your non- 
Syne. problems, Jet us in on the 
secret. It will be to our mutual ad@- 
vantage to do so.” 


nnn 
_ OFFERS SONG | 
|  TI-UPS | 
Sherman, Clay & Co., Kear-! 


zny and Sutter Streets, San 
: Francisco, who published the: 
z: theme song DOOLEY DOOLEY: 
?DO for the Paramount-Christie : 
? Billy Dooley Comedies, has of- 
ifered through its many branch: 
: Offices stretched over the United: 
States and phonograph connec-: 
2 tions, to work with theatre man- 
agers in lobby displays and sheet : 
music sales, 

This company was the first: 
publisher of theme songs, its 
first big' success being CHAR- 
: MAINE in “What Price Glory” 
: followed shortly by DIANE in 
?“Seventh Heaven” and LITTLE 
: MOTHER in “The Four Sons,” : 
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Publix Theatres Corporation, Paramount Building, New York, Week of January 19th, 1929 


“If each theatre were operated by the owner and he stayed on the job constantly, economies in 
would be enforced that would make the difference between an equitable profit and an unsatisfactory 
YOUR THEATRE ON THIS BASIS, AS THOUGH YOU OWNED IT, and your weekly reports 
—DAVID J. CHATKIN, General Director of Thea 


BAR Baise hs 
i ix 


Mr. Fred Patterson has been appointed Assis 
Majestic Theatre, Austin, effective December 31 


Mr, Boudreaux has been appointed Manager of 


Te 
Please address al] mail regarding Montgomery dire¢ 
Farley. Mr. Smart and Mr. Woodruff are House M 

mail should be addressed to them. 


Effective December 31st, the Scollay Square Theatre,” 
back to three shows a day. Four stage shows, how 
all holidays and every Saturday. 


Effective December 30th, Savoy Theatre, Fort Kent, 
changes a week—Monday, Wednesday, Friday and Satu 


Mr. Adna Avery, formerly Manager at McAlester, ha 
ferred to raanage the Criterion, Enid, as of December 2 


Mr. Ollie Brownlee, Maneger of the Criterion, Enid, ha 
ferred to Fort Smith and will manage the Joie and New Ti 
tive January 2nd. a 


Mr. M. A. Pennock, formerly Assistant Manager at the 


New York, has been appointed Manager of the Minneso! 
Minneapolis, effective Saturday, December 29th. 3 


Effective December 30th, Savoy Theatre, Fort Kent, opt 
days a week instead of six. Change days—Monday, Wedne 
picture to play Friday and Saturday. ig 


Effective December 30th, Mr. Wear, assistant at the Centi 
Cambridge, was transferred to the Capitol, Allston, as ssi 
ager. oH 

Effective Monday, January 7th, continuous policy will be d 
at the Haines, Waterville, and we will go to three shows ad 
pi saz to be continuous on Saturdays and holidays from 1g 


Vaudeville unit will be cancelled at the Playhouse, Rutland 
on the following dates: January 10th, 17th and 24th. It will] 
on the following Thursday, January 31st. Road shows have bi 
into the Playhouse on these dates and we do not desire to” 
ville in the Strand on account of the opening of Vitaphone ati 


The name of the Metropolitan Theatre, Los Angeles, 
changed to the Paramount Theatre, Los Angeles, effective J a 


Ray Bell has been definitely engaged as stage band les 
Eastman Theatre, Rochester, opening with the first Publix 
Turvy Town,” on January 19th. Bell left for Rochester S 
uary 13th, to begin rehearsals. ‘ 


v ya 
Pedro Avelar, former stage band leader at the Tenr s 
Knoxville, opened as stage band leader at the Olympia 
on Saturday, January 12th. 


The temporary office of the Toledo Paramount Theatn 
Adams Street, Toledo, Ohio. ae 
Mr. E. J. Sullivan will remain in Toledo until after the hous 
and will act as contact man pending the definite assignm 1 
ager. = 


Opening date of Vitaphone at the Strand, Rutland, V r mi 
uary 10th instead of January 7th, as previously annour ce 


Arrangements have been completed for Miss Julia Daw 
feature organist at the Century Theatre, Buffalo, on Satur 
19th, where she will remain for a period of four weeks or 
left for Buffalo Thursday morning, January 17th. "4 


OSCARD LEAVES 
FOR WEST COAST 


HERE’S TIE-UP 
“WEDDING | 


In th i 
Paul Oscard, producer of Publix Next,” nha ts puk 


unit shows, leaves for the Coast! Dennison Manufactur 
next week to spend two to three for its thousands of 
months staging presentations in| PC@'S 4n_ entire 


“The 
Los Angeles and San Francisco, “Mareh,” hws f 


Upon Oscard’s departure Dave apple blosscms 
Gould and Georgie Hale, Publix | flowers made of De 
dance stagers, will be promoted to | P@Per- a 


igh 
be junior producers. Gould came Wedding” March" 


to New York about a year ago! tie-ups and windor 
after staging the B. & K. picture | the theatres exhibit 
house ballets. ae 
Gould’s first production will be pnb Py t's 
the unit playing at the New York | nison dealer in 
Paramount Theatre the week of | is one in every: 
January 19, while Hale’s will play | find him only ) 
the following week. The two will portunity to tie 
alternate with Boris Petroff. | the exploitation | 


